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ABSTRACT
Delivering﻿a﻿satisfactory﻿experience﻿to﻿the﻿customers﻿is﻿an﻿inseparable﻿part﻿of﻿a﻿service﻿organization.﻿
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In﻿terms﻿of﻿service﻿delivery﻿in﻿the﻿form﻿of﻿performance,﻿Bharata﻿chose﻿not﻿to﻿steer﻿too﻿far﻿from﻿
the﻿ traditional﻿ forms﻿of﻿wayang orang,﻿ giving﻿ the﻿ audience﻿ a﻿ familiar﻿ experience.﻿On﻿ the﻿ other﻿
hand,﻿Swargaloka﻿chose﻿the﻿road﻿less-traveled﻿by﻿altering﻿audience﻿experiences﻿through﻿adding﻿new﻿
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The﻿main﻿methodology﻿of﻿ this﻿ research﻿ is﻿a﻿qualitative﻿method﻿using﻿semi-structured﻿ interviews﻿
with﻿the﻿key﻿persons﻿of﻿the﻿organization﻿being﻿used﻿as﻿examples﻿of﻿performing﻿art﻿organizations﻿
(Paguyuban﻿Wayang﻿Orang Bharata﻿and﻿Paguyuban Wayang Orang Swargaloka).
There﻿were﻿two﻿key﻿informants﻿interviewed﻿from﻿the﻿wayang orang﻿Bharata﻿and﻿one﻿founder﻿of﻿
the﻿Swargaloka﻿performing﻿arts﻿group.﻿The﻿aforementioned﻿interviews﻿were﻿recorded﻿with﻿a﻿digital﻿
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The﻿findings﻿ reveal﻿ that﻿ there﻿are﻿several﻿different﻿ factors﻿ that﻿contribute﻿ to﻿positive﻿service﻿
experiences,﻿ including﻿ gaining﻿more﻿ understanding﻿ about﻿wayang﻿ characters,﻿ and﻿ attending﻿ the﻿



























…usually the audiences already had some favorite performers for each role. When that individual is 
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An﻿ example﻿ of﻿what﻿ art﻿ elements﻿ that﻿ one﻿Bharata﻿ audience﻿ looks﻿ for﻿ in﻿wayang orang﻿
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Even to pay the salary of the performers, the money gathered is not enough as our main source is 
mostly from the ticket sales. However, usually there are some annual donations which we collect. At 
the end of the day, because our main goal is to preserve the tradition, we do not hold money-making 
as our main priority.
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